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MARKETING | RESEARCH ARTICLE

Life course explanations of consumer responses 
to threats: the case of COVID-19
Sarinya L. Suttharattanagul1*, Yuanfeng Cai2 and George P. Moschis3

Abstract:  Marketing managers and researchers have had a long-standing interest 
in understanding the onset of new patterns of consumer behavior, but they have 
had few theoretical and methodological tools for studying the onset and stability of 
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consumption patterns over the course of a person’s life. The recently-developed 
multi-theoretical life course paradigm (LCP) has been increasingly used widely 
across disciplines to study change and continuity in behavior; it can be employed to 
help understand the onset of new patterns of consumer behavior. This article 
presents the conceptual life course model as a research framework based on the 
LCP for studying the development of new shopping and consumption patterns and 
shows how this framework could provide new insights that help better understand 
existing views on the development and change of consumer habits. Based on the 
LCP’s multi-theoretical perspectives and previous research, the article develops 
hypotheses derived from the course model to help explain the onset and changes in 
consumption habits following the COVID-19 outbreak; and it uses an online sample 
of Thai consumers to test them. The results offer insights into change mechanisms 
that serve as bases for consumer behavior modification, and suggest implications 
for public policy, marketing practice, theory and further research.

Subjects: Marketing Research; Marketing Management; Retail Marketing 

Keywords: COVID-19; life course paradigm; shopping patterns; Thailand

1. Introduction
The coronavirus pandemic (COVID-19) has caused unprecedented changes in consumption pat-
terns of the world’s population. To prevent the spread of this virus, most countries have experi-
enced lockdowns, and people have been asked to practice social distancing, work and stay at 
home. Consequently, in the early stage of the pandemic outbreak, unusual demand for products or 
panic buying, such as hoarding toilet paper, hand sanitizers, surgical masks and basic foods, was 
reported all over the world (Wang et al., 2020). As the lockdowns continue, consumers’ access to 
physical retail and recreational facilities has decreased considerably in order to avoid human 
contact. Alternatively, demand for online shopping, home delivery, online communication, and 
online education has increased dramatically as coping solutions (Fabius et al., 2020; 
Krishnamurthy, 2020; Pantano et al., 2020). The sudden change of consumer demand has left 
very little time for retailers and suppliers to adjust, and thus, provided immediate and far-reaching 
challenges to businesses, such as inventory shortages, supply chain breakdowns, product delivery 
problems, and significant losses in revenues and customers (Hartmann & Lussier, 2020; Ivanov,  
2020). Many of these changes in consumption and business experiences continue to persist, as the 
pandemic is far from over.

Previous research reveals that pandemics have become more common, and we are very likely to 
see another epidemic in our lifetime (Donthu & Gustafsson, 2020). Moreover, the research indicates 
that consumers may change their shopping habits not only during a pandemic but also years after 
a natural disaster (Kennett-Hensel et al., 2012; Pantano et al., 2020). Therefore, understanding of 
how consumers change their behaviors due to pandemics is of particular importance to help 
retailers and marketers adapt to such changes and develop sustainable business practices 
(Campbell et al., 2020).

The existing literature reveals that empirical research on the impact of pandemics, like COVID- 
19, on consumer behavior has been very limited (Kim, 2020; Laato et al., 2020). Despite a handful 
of studies that examine panic buying as an expected response to pandemic (e.g., Addo et al., 2020; 
Clemens et al., 2020; Laato et al., 2020; Prentice et al., 2020), little is known about the manner in 
which the COVID-19 pandemic influences consumers’ general consumption patterns (Campbell 
et al., 2020). Some researchers suggest that the COVID-19 pandemic can be viewed as a collective 
traumatic event experienced by consumers (He & Harris, 2020). Others focus on the effects of 
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stressful events that trigger changes in consumption habits, such as increase in risk-averse 
consumption, as strategies to cope with stress (Fortin et al., 2011; Rakrachakarn & Kohlbacher,  
2020). Campbell and associates (Campbell et al., 2020) view the COVID-19 pandemic, as well as 
threat-inducing events in general, as disruptions in people’s lives, forcing them to change their 
consumption habits in order to adapt to new life conditions.

The present research employs the life course paradigm (LCP) as an over-arching multi- 
theoretical research framework within which the various perspectives can be integrated to study 
the effects of a pandemic on consumer behavior. Specifically, this article first presents the LCP 
conceptual framework to inform the reader on its elements and assumption. Second, it shows how 
previous perspectives advanced by other researchers can be integrated within the LCP to provide 
rich insights into consumer behavior; it offers alternative theoretical explanations of relationships, 
providing bases for the hypothesized relationships of the present study. Third, a sample of Thai 
consumers is used to test hypothesized relationships among model variables to help understand 
changes in consumer behavior during the early stage of the outbreak. Finally, the article discusses 
implications of the findings for theory, practice, and further research using the LCP.

2. Background

2.1. The life course paradigm
The LCP, which has been called, “one of the most important achievements in social science in 
the second half of the 20th century” (Colby, 1998, p. x), has grown in popularity in recent decades 
as a multi-theoretical research framework that spans conceptual and theoretical boundaries of 
behavioral and social sciences (e.g., Billari, 2009; Elder, 1998; Elder et al., 1996; Moschis, 2019). It 
has been used as the basis for the model described herein and serves as an update and expansion 
of the original life course model (Moschis, 2007a) employed in a good number of life course studies 
in the field of consumer behavior around the world during the last two decades (for these studies, 
see, Moschis, 2019). The LCP has been suggested as a feasible approach to the study of disasters 
(DeWaard, 2016), and researchers in the consumer field have employed variables from this stream 
of research to analyze different disasters as stressful incidents, such as the 2011 triple disaster in 
Japan (Rakrachakarn & Kohlbacher, 2020) and Hurricane Katrina in 2005 (Kennett-Hensel et al.,  
2012; Sneath et al., 2009). In a similar vein, researchers have viewed COVID-19 as a severe threat, 
comparable to those of other disasters, because “it has caused much disruption, interrupting 
consumers’ norms, beliefs, practices and routines“ (Campbell et al., 2020, p. 4). Therefore, we 
offer the LCP as a suitable research framework for studying its effects on consumer behavior.

The life course conceptual model derived from the LCP can be seen graphically in Figure 1. It 
divides the variables that have been employed in different disciplines of life course studies into two 
large sets or categories of elements. The first category of elements includes three main kinds of 
variables that make up the life course model’s main components. The first type of variables 
consists of changes or events that occur to people at a particular time point (T1) in their lives, 
both planned or expected (e.g., retirement) and unanticipated (e.g., onset of chronic disease). 
The second collection of variables is comprised of three interdependent adaptation processes 
caused by these events or changes: specific socialization processes (e.g., family communication 
styles); stress processes (both chronic and acute stress) and coping responses (primary and 
secondary); and cognitive changes (growth and decline) in human capital (mastery and knowl-
edge). The third kind of variables consists of outcomes at a later point in time (T2) which include 
incidents, changes, or patterns of behaviors and thoughts. The outcomes (at T2) are also consid-
ered as events in the form of one’s actions and decisions or shifts in patterns of thoughts and 
behaviors, such as changes in eating habits. Events (T1) and results (T2) can take the form of single 
decisions or sudden and incremental shifts in thoughts and behaviors. Many of the life events and 
methods of adaptation are intertwined since the occurrence of one increases or decreases the 
probability of the occurrence of the another.
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The second collection of elements is made up of three types of contextual variables that jointly 
describe the different situations that locate people in their various types of environments: (a) the 
events’ timing with respect to the person’s age or stage in life—i.e., age at which one experiences 
various events, and time or duration (length of time) of such experiences (Ts); (b) variables related 
to human agency that consists of earlier-in-life experiences in the form of choices and socio- 
cultural contexts (at T-1), as well as personal characteristics; and (c) various forms of micro- and 
macro-structural factors, both stable and fluid, relevant to a specific time frame (T1–T2).

According to the LCP’s main argument, consumer behavior patterns develop, stabilize, and 
adjust systematically in response to evolving life circumstances that are conceived as life events, 
such as choices people make, anticipated and unexpected biological, socio-psychological, and 
environmental changes. These events, all of which are viewed as stressful regardless of their 
desirability (Moschis, 2007b), necessitate adaptation to new life situations and influence thoughts 
and behaviors, while their absence appears to foster mental and behavioral stability (Elder & 
Johnson, 2001). Contextual variables, such as event timing and length of event experience (Ts), 
the person’s characteristics and earlier-in-life circumstances (at T-1) (Ps), and the structural 
contexts (Ss) in which he or she is embedded during a given period of time (i.e., during T1—T2), 
all affect how a person encounters, interprets, and reacts to these changes (events) at a given 
point in time (T1) and adapts to them over time (T1—T2). The role of contextual variables is 
underscored by the LCP’s axioms (commonly known as “principles”) (e.g., Elder et al., 2003). These 
axioms relate to (a) timing of an event, (b) the time and place of one’s experiences, (c) the 
influence of others close to a person (exemplified in the principle of “linked lives”), (d) the agency’s 
role in the construction of one’s life course, and (e) a person’s continuous development throughout 
life.

People are active constructors of their own life course by making choices and adapting to 
changes during their lives. They build their life patterns by making decisions (e.g., marriage, 
retirement), reacting to events encountered (T1) on the basis of individual constraints (e.g., 
financial, biological) and structural factors (e.g., market conditions), and interacting with changing 
environments to produce behavioral, social, and market outcomes.

Figure 1. A conceptual life 
course model of consumer 
behavior source: adapted from . 
Moschis (2019)
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2.2. COVID-19 research in life-course context
In a recent review article on consumer life course research, Moschis (2021) makes a compelling 
argument for the value of LCP in studying specifically the COVID-19 outbreak. He shows how this 
pandemic event or disaster can be examined within the LCP, demonstrating how researchers could 
employ the recently-emerged life course approach to study the role of this significant life event in 
the development and change of patterns of consumer behavior; and he illustrates the application 
of the paradigm’s tenets and axioms in the specific context of COVID-19 outbreak to provide 
conceptual directions, some in the form of propositions, for future theory and research.

The present study follows the stream of life course research. The COVID-19 outbreak can be 
viewed as a pandemic event or disaster whose effects can be examined within the LCP (DeWaard,  
2016). This section demonstrates how researchers could employ the LCP to study the role of this 
significant life event in the development and change of patterns of consumer behavior. The 
material presented in this section also provide the bases for hypothesis development presented 
in the next section.

2.2.1. Conceptual model development 
Figure 2 presents an adaptation of the general life course conceptual model (Figure 1) applied to 
the specific situation of COVID-19 outbreak. It assumes that changes in consumer behaviors 
(viewed as events at T2) are due to direct and indirect effects of experienced stressful life event 
of the outbreak (at T1) and change processes (three types of mechanisms) since the outbreak 
(during the T1—T2 time frame). They are also the result of direct, indirect, and moderating effects 
of the contextual variables of timing (age at which a person experiences the pandemic) and 
duration (length of experiences in months), and relevant socio-structural factors (gender, socio- 
economic status, and family composition). The specific contextual variables are suggested by 
relevant life course research as it may apply to the pandemic; they are limited in number and 
are offered as an illustration of contextual effects.

The LCP, as exemplified in Figure 2, further suggests that levels of stability or change in 
consumer behavior are determined in part by the extent to which the COVID-19 outbreak sets in 
motion the three types of mechanisms that people employ in their efforts to cope with the new life 
conditions created by the pandemic. Furthermore, occurrences and changes that people encounter 
individually or collectively are interdependent, as the occurrence of one event increases or 

Figure 2. A life course model of 
COVID-19 effects.
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decreases the likelihood of other events happening; and thus, the level of acute stress experienced 
not only due to the outbreak itself but also because of other events related to the COVID-19 
outbreak (e.g., job loss, income or asset contraction) likely determines the extent to which one will 
try to adapt to changes in life conditions created by the main event.

2.2.2. Model variables 
Specifically, a person’s experience of this outbreak, and its effects on other interdepended events 
(e.g., job loss, reduced income), are collectively viewed as acute stressors. They will determine the 
extent to which one will interact with formal and informal socialization agents (viewed as agents of 
change; e.g., Moschis, 1987): formal agents of change include mass media and government 
sources; informal agents include friends, co-workers, and family; and social media include 
Internet, Facebook, and Instagram.

Unexpected incidents, such as the COVID-19 outbreak, appear to be relatively brief; they can cause 
acute stress, which may intensify chronic stress that is the result ongoing life circumstances (e.g., 
caregiving, role overload) and necessitates coping (Moschis, 2007b).). Coping may take several forms, 
including increase in the product and service use, such as tranquillizers and alcohol, as well as home 
entertainment or online services (e.g., Moschis, 2007b). People may also experience increase in 
human capital—i.e., gain knowledge about the pandemic experienced; such knowledge may involve 
learning how the virus is transmitted and how one can protect himself or herself.

The three mechanisms may lead to different outcomes of consumer behaviors, including changes 
in existing ones (increase or decrease) and the onset of new behaviors. People may be socialized 
differently from the past, for example, to new roles and lifestyles imposed by the pandemic event 
and may attempt to adhere to new imposed or socially accepted norms (e.g., working from home, 
social distancing). Coping responses that reduce stress can become reinforced and lead to perma-
nent changes in behaviors. And theories on cognitive and personality development suggest that 
people may change their behaviors as a result of changes in human capital (Moschis, 2019). For 
example, they may learn more about virus and its transmission (increase in human capital) and 
participate in prophylactic practices that change their consumption habits, such as frequent disin-
fectant use and buying products online rather than at stores (Smith & Machova, 2021).

These views on how the pandemic may influence consumer behavior are also shared by 
Campbell and her colleagues (Campbell et al., 2020). Although they admit that their focus on 
change mechanisms is rather narrow, they highlight adaptation mechanisms of stress and coping, 
focusing almost exclusively on psychological theories (e.g., control theory); and they acknowledge 
that consumers “adaptive” responses may be in a variety of forms, many of which are viewed as 
coping responses within the life course model (Moschis, 2007b).

The LCP’s axiomatic principles suggest that the probability of change in one’s behavior (or the 
onset of a new behavior) in response to an event is dependent on duration, which refers to the 
passage of time within the risk period (Elder, 1998; Moschis, 2019). For example, the risk period for 
the onset of purchases of prophylactic products (e.g., face masks, disinfectants) due to COVID-19 
began at the time of event occurrence or awareness of the outbreak. Once people enter the risk 
period, they are “at risk” of changing their behavior in response to the occurred event, with longer 
duration (time) increasing the likelihood of the onset of change in behavior.

As with all unexpected events, the timing of the COVID-19 outbreak has relevance to life course 
because of a lack of preparation for the event; it refers to the person’ stage in life or age at which he or 
she experiences the outbreak. For expected or normative events (e.g., retirement, marriage, birth of 
first child), people have adequate time for preparation; and adaptation to a changing life condition can 
occur over a longer period of time. Therefore, the timing of an event is most important (e.g., most 
stressful, requiring greater need for adaptation) when the event is unexpected or “off time” (e.g., Elder,  
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1998; Moschis, 2019). And the pandemic is likely to have greater effects on people who have had 
relatively little experience in responding to such a threatful event.

Because the COVID-19 pandemic is an event never experienced in the past, the model (Figure 2) makes 
no predictions as to the role of specific agency-related variables in affecting variables and relationships 
inside the shaded area. However, previous reviews highlight the direct and indirect effects of select socio- 
structural factors that appear relevant to the present investigation. They include socioeconomic status 
(SES), gender, and family structure on people’s response to life events, adaptation mechanisms, and 
outcomes in the form of consumer behaviors (e.g., Moschis, 2007b, 2019; Thoits, 1995).

3. Hypotheses
When the general life course conceptual model (Figure 1) is applied to the specific situation of 
COVID-19 outbreak, it is assumed that changes in consumer behaviors (viewed as events at T2) are 
the result of the direct and indirect effects of the experienced pandemic event (at T1) and change 
processes (three types of mechanisms) following the outbreak (during the T1—T2 time frame), as 
well as the direct, indirect, and moderating effects of the contextual variables. The material 
presented in this and previous section can be summarized to formulate our hypotheses as to 
how or why people’s consumption habits can change as a result of the COVID-19 event.

3.1. Effects of COVID-19
When the pandemic is viewed as an unforeseen event, it is expected to have both direct and indirect 
effects on consumer behaviors (T2). It is expected to have direct effects for two reasons. First, it creates 
acute stress that requires coping, which may take the form of changes in consumption habits. Second, 
events and changes that people experience alone or collectively (at T1) are interdependent, as the 
occurrence of an expected or unexpected event increases or decreases the probability of occurrence of 
other events (Mayer and Tuma, 1990); and thus, changes in consumer behaviors could be related not 
only to COVID-19 but also to other events that are the consequences of the pandemic event (e.g., job 
loss, working remotely); and many such events may directly lead to additional changes in consump-
tion activities (Birtus & Lăzăroiu, 2021; Pop et al., 2022; Smith & Machova, 2021). Thus, as life events 
tend to be interdependent, each event increases or decreases the probability of the occurrence of 
other events, even in the absence of stress, some of which may take the form of consumption activities 
(viewed as events; Moschis, 2019). Therefore, it is hypothesized that: 

H1: The level of acute stress experienced is associated with the person’s experience of the outbreak 
directly leads to (a) changes in consumption patterns and (b) the onset of new ones.

The pandemic is also expected to have indirect effects on consumer behaviors by setting in motion the 
adaptation mechanisms of socialization, stress and coping, and human capital development. It increases 
knowledge about the virus, elevates levels of chronic stress and sets in motion socialization processes in 
the form of interaction with three different types of agents of change—personal, mass media, and social 
media (Boonrod, 2020; Mäntymäki et al., 2022; Saltzman et al., 2020). Thus, it is hypothesized that: 

H2: The level of acute stress associated with one’s experience of the pandemic increases one’s 
knowledge about the virus.

H3: The level of acute stress associated with one’s experience of the pandemic increases one’s 
experience of chronic stress.

H4: The level of acute stress associated with one’s experience of the pandemic increases one’s interac-
tion with (a) personal, (b) mass media, and (c) social media sources of information about the 
pandemic.
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3.2. Effects of adaptation processes
The LCP, as exemplified in Figure 1, suggests that levels of stability or changes in consumer 
behaviors (at T2) are determined in part by the extent to which the COVID-19 outbreak sets 
in motion the three types of mechanisms that people employ in their efforts to adapt to the 
new life conditions created by the pandemic; and the adaptation mechanisms, in turn, lead 
to the onset and changes in consumer behavior, as suggested by several theories and 
research. First, theories of cognitive and personality development suggest that people may 
change their behaviors as a result of changes in human capital (Moschis, 2019). For example, 
people may engage in activities, including information seeking from socialization agents, 
that help enhance their knowledge about the transmission of viruses (increase in human 
capital), and engage in prophylactic activities that change their behaviors in the market-
place, such as increase in the use of disinfectants and delivery services (Guo et al., 2021; Xie 
et al., 2020). 

H5: Increase in knowledge about the virus leads to (a) changes in consumer behaviors and (b) the 
onset of new ones.

Second, unexpected events like the COVID-19 outbreak tend to be of short duration; they create 
acute stress that may elevate chronic stress, which is the result of persisting life conditions due to 
role enactment (e.g., caregiving, role overload; Moschis, 2007b; Thoits, 1995). Both types of 
stressors require coping in the form of intensifications of learned behaviors, or the onset new 
ones, which help reduce stress and establish a psychological equilibrium. Several such behaviors 
are in the form of consumption activities that could take various forms, such as the elevation of 
consumption of products and services such as drugs and alcohol, online shopping and use of 
delivery services (e.g., Moschis, 2007b). Thus, acute stress may not only directly lead to the onset 
and changes in consumer behaviors directly (H1) but also indirectly via chronic stress.

3.2.1. H6: Higher levels of chronic stress lead to (a) changes in consumer behaviors and (b) the 
onset of new ones 
Third, reliance on socialization agents may affect consumer behaviors. People may be socialized to 
new realities imposed by the pandemic event, with conformity to new expected or imposed social 
norms (e.g., wearing a face mask, social distancing) communicated to them by socialization agents 
—i.e., formal sources (e.g., media), informal sources (e.g., family, peers, co-workers), or social 
platforms (e.g., Internet, Facebook; Boonrod, 2020; Granderath et al., 2020; Saltzman et al.,  
2020). Conforming to new norms and enacting new roles due to COVID-19 also entail changes 
in existing patterns of consumption and the onset of new ones (e.g., online shopping, remote 
health monitoring). 

H7: Greater reliance on personal sources leads to (a) changes in consumer behaviors and (b) the 
onset of new ones; greater reliance on mass media promotes (c) changes in consumer behaviors 
and (d) the onset of new ones; and increase use of social media leads to (e) changes in 
consumer behaviors as well as (f) the onset of new ones.

The effects of these socialization agents on consumer behaviors may also be indirect, helping the 
person gain knowledge about the virus from each type of these agents. 

H8: Increase in knowledge about the virus is positively related to frequency of interaction with (a) 
personal sources, (b) mass media, and (c) social media.
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3.3. Effects of contextual variables
With respect to the role of the contextual factors (outside the shaded area in Figure 1), the effects 
of timing and time (Ts) are also relevant to the study of the impact of the pandemic event on 
consumer behavior. According to LCP’s axioms, the timing of the COVID-19 outbreak has relevance 
because of a lack of preparation for the event (e.g., availability of a vaccine). For expected or 
normative events (e.g., influenzas, retirement, marriage, birth of first child), people have adequate 
time for preparation; and adaptation to a changing life condition, such as retirement, can occur 
over a longer period of time. Therefore, the timing of an event is most important (e.g., most 
stressful, requiring greater need for adaptation) when the event is unexpected or “off time” (e.g., 
Elder, 1998; Moschis, 2019). And because this particular unexpected outbreak may have greater 
potential adverse effects on older than younger people, timing is more likely to affect the mindset 
and behavior of older than younger consumers, as in the case of patronizing certain retail estab-
lishments of high virus transmission risk (e.g., hair salons, airlines, restaurants and bars). 

H9: Age is positively associated with (a) changes in consumer behaviors and (b) the onset of new 
consumer activities.

The LCP’s axiom of duration further suggests that the probability of change in one’s behavior (or 
the onset of a new behavior) in response to an event is duration-dependent—i.e., it changes with the 
passage of time within the risk period (Elder, 1998; Moschis, 2019). For example, with respect to the 
onset of a new behavior, the risk period for the onset of purchases of prophylactic products (e.g., 
masks, disinfectants) due to COVID-19 began at the time of event occurrence or awareness of the 
outbreak. Once people enter the risk period, they are “at risk” of changing their behavior in response 
to the occurred event, with a longer duration (time) increasing the likelihood of the onset of new 
behaviors. With respect to changes in existing behaviors, according to the LCP, a person’s duration at 
any given state (e.g., as user of a product) has developmental implications (Hetherington and Baltes,  
1988), with longer durations resulting in continuity (stability in existing behavior) and shorter dura-
tions leading to increasing likelihood of change in behavior (Moschis, 2019). 

H10: The longer a person has been aware of the pandemic, the lower the likelihood of (a) changes in 
existing consumer activities and (b) the higher the likelihood of the onset of new consumer 
activities.

Additional contextual factors can have direct, indirect and moderating effects on outcomes (T2). 
For example, agency-related factors (Figure 1, e.g., self-esteem, locus of control, previous life 
experiences with acute and chronic stressors) affect the way a person is likely to respond to this 
pandemic event in general (e.g., Thoits, 1995), and the consumption-related behaviors that 
reflect coping strategies in response to acute and chronic stressors (Moschis, 2007b). And 
relevant structural factors (Ss) are also likely to directly or indirectly affect outcomes. For 
example, the duration of the pandemic event (at T1) and the subsequent onset and continuity 
of new consumption activities in the form of coping responses (at T2 in Figure 1; e.g., remote 
health monitoring, use of delivery services) as a result of this event are likely to be directly 
affected by the length of one’s experience of structural factors (e.g., lockdowns, availability of 
vaccines), with longer durations of these structural factors during the T1—T2 time frame increas-
ing the likelihood of the onset and continuity of these new consumption activities and the 
establishment of new patterns of consumer behavior. Similarly, changes in consumer behaviors 
(at T2 in Figure 1) that are presumed to be the direct result of the pandemic (transactional effects 
—Figure 1), or the indirect result of this event via the three adaptation mechanisms, may be the 
consequence of changes in market structures, as in the case of increased food consumption at- 
home due to the duration of the lockdowns, underscoring the moderating effects of structural 
factors.
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Finally, with respect to the three social-structural factors (SES, gender, and family composi-
tion) we expect people in a higher SES to be more knowledgeable about the COVID-19 virus, 
women to experience higher levels chronic stress than men (due to greater role overload), and 
persons in larger families to experience less acute stress than those in smaller families, as large 
families offer greater support to each other, helping to buffer the effects of stress (Thoits, 1995). 
Thus, we hypothesize that: 

H11: Socioeconomic status is positively associated with knowledge about the virus.

H12: Women are more likely than men to experience chronic stress.

H13: Consumers living in larger families are less likely than those living in smaller families to 
experience acute stress associated with one’s experience of the pandemic.

4. Methodology

4.1. Sample
The study used the quantitative method to test the hypothesized relationships the recently 
developed of multi-theoretical life course paradigm with regard to COVID-19 phenomenon. The 
purpose of quantitative approach is to develop the model and test the hypotheses (Taguchi, 2018) 
and to aid in understanding the onset of new patterns of consumption. The back-translation of 
questionnaire from English to Thai was done before testing on the readability. Thai respondents 
who met the respondents’ criteria were asked to evaluate and provide feedback on the Thai 
version of questionnaire. The feedback and suggestions on wordings, sentence structure and 
additional explanations to elaborate the meaning are employed to improve the questionnaire 
before the data collection process.

The data used in this study were collected during the COVID-19 outbreak via Milieu mobile panel 
specialist. This mobile panel is considered to be most suitable, as the use of traditional or intercept 
methods are not applicable during the government restrictions on the spread of the pandemic. 
Recently awarded as Market Research Agency of the year 2022, the Milieu platform has been 
operating in Thailand since 2018. It uses a proprietary data engine and its own team to develop 
the software and data storage. With its head office located in Singapore, the Milieu platform consists 
of 401,000 active panelists and up to 3,000 responses daily from 52% female and 48% male with 
diverse age range and income. The panelists are recruited from various parts of Thailand and are 
required to pass screening questions to assess for their accuracy, consistency and engagement in 
answering questions. Their personal profiles, lifestyles and general attitude are collected and ana-
lyzed in an aggregated manner based on the ESOMAR international code of conduct.

In the current study, the stratified random sampling method were applied. The questionnaire 
was presented via the mobile application to 575 panelists. All responses such as straight-lining, 
speeding, high number of missing responses, indicating a lack of attention and carelessness were 
excluded from the analysis. From these exclusions, a total of 300 completed and useable ques-
tionnaires were obtained in April 2020 during the pandemic. Respondents were selected randomly. 
The age distribution was as follows: 19–29 years (45%), 30–44 years (31.7%) and 45 years and 
above (23.3%) (M = 33.4, SD = 13.9). Fifty-three percent of respondents were females and 70.7% 
single. Sixty percent of the respondents had income lower than 10,000 THB. Sample characteristics 
are shown in Table 1.

4.2. Measures
The measures used in the study were adapted from previous studies and expert opinions of academics 
and doctors were also used to develop new instruments. Acute stress refers to the person’s concerns 
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about COVID-19. It was measured using a summated scale of six items (shown in the Appendix), with 
responses measured on a five-point “strongly disagree” to “strongly agree” scale (Alpha = 0.75). 
Chronic stress was measured using the seven-item construct that was used in previous research in 
consumer behavior and psychology (e.g., Mathur et al., 2008; Norris & Murrell, 1984; Alpha = 0.86).

Measures of the respondent’s interaction with socialization agents were developed by presenting 
to participants nine sources of information and asking them to indicate whether each has not been 
helpful, somewhat helpful, helpful, or very helpful in informing them about COVID-19. Exploratory 
factor analysis extracted three factors: Personal (parents, close friends, and co-workers), mass 
media (newspaper, TV), and social media (Internet and social media). Alphas for these measures 
were 0.85, 0.74, and 0.87, respectively.

The knowledge measure of COVID-19 was adapted from (Zhong et al., 2020) and consisted of 10 
statements, asking respondents to indicate whether each statement was “true” “false” or “I don’t 
know.” The 10 statements are shown in the Appendix. The correct answer was coded as 1 and 
incorrect or don’t know answers were coded as 0. The total knowledge score was calculated from 
the 10 items to form a 0-to-10-point index.

Regarding the contextual factors, gender was measured using a nominal scale, male = 1 and 
female = 2. Age was assessed using respondents’ date of birth. SES was based on factor scores 
based on household income and education level (1 = below mean/lower, 2 = above/higher). Family 
composition was a measure of household size (1 person = 1, 2 persons = 2, 3–4 persons = 3, 5– 
7 persons = 4, to 8 persons and above = 5). Duration was based on the number of months 
respondents had been aware of the virus (first experienced Covid-19, using a 0 to 5-point scale 
(not experienced = 0, April = 1, March = 2, February = 3, January = 4, before 2020 = 5).

Consumer behaviors consisted of two measures: The first was a measure of changes in consumer 
behaviors. Respondents were asked to indicate whether, in comparison to their behaviors before 
the pandemic, they now were “doing less often or stopped doing or not doing at all”, “doing as 
often as last year”, or “started doing or doing more often” 15 consumption-related activities (“as 
often” = 0, else = 1) shown in the Appendix. The second measure tapped the onset of preventative 
consumption behaviors related to COVID-19, using five activities shown in the Appendix (doing or 
doing more = 1, else = 0). Indexes of the number of changes in consumer behaviors (M = 8.41, 

Table 1. Sample characteristics
Age 16–29 30–44 45 and above

135(45%) 95(31.7%) 70(23.3%)

Gender Male Female

141(47%) 159(53%)

Income Below 
10,000Baht

10,000–29,999 30,000–49,000 50,000 and 
above

187(62.3%) 73(24.4%) 17(5.7%) 23(7.6%)

Marital status Married Single Others

68(22.7) 212(70.7%) 20(6.7%)

Education No degree Vocational Bachelor Master Phd

118(39.2%) 85(28.2%) 84(27.9%) 10(3.3%) 3(1%)

Family size 1 person 2 persons 3–4 persons 5 and above

7 (2.3%) 25(8.3%) 169(56.1%) 99(32.9%)

SES Low SES High SES

160(53.3%) 140(46.7%)
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SD = 3.22) and the onset of new preventive behaviors (M = 2.86, SD = 1.39) were constructed from 
these responses.

5. Results
Table 2 shows correlations, means, and standard deviations for explanatory variables. Partial correla-
tions and ANOVA are applied for data analysis. Preliminary screening data and assumption checks for 
partial correlations are acceptable. Partial correlations are applied to test hypotheses 1–10 while 
controlling the influence of other variables (i.e., duration, SES, gender, family composition); and 
independent sample t-test and ANOVA are employed to test hypotheses 11–13. Discussion of the 
appropriateness of the statistical tests used can be found elsewhere (e.g., Churchill & Brown, 2004).

Hypothesis 1 posits that the level of acute stress associated with the person’s experience of the 
outbreak leads to changes in existing consumption patterns (H1a) and the onset of new ones 
(H1b). The results of partial correlation show a positively significant relationship between the level 
of acute stress and changes in behaviors (r = 0.13, p < 0.05); similarly, a significant positive 
relationship emerges between the level of acute stress and the onset of new preventive behaviors 
(r = 0.09, p < 0.10). Hence, only H1a is supported at .05 level.

Hypothesis 2 expects the level of acute stress the person experiences due to the outbreak to be 
positively associated with the person’s level knowledge about the virus. The result of the partial 
correlation is insignificant (r = 0.06, p > 0.05), providing no support for H2.

Hypothesis 3 posits that the level of acute stress the person experiences due to the outbreak 
elevates the level of chronic stress. The data supports this hypothesis, showing a strong positive 
significant relationship between acute stress and chronic stress (r = 0.51, p < 0.001).

Hypothesis 4 suggests that the level of acute stress associated with the person’s experience of 
the outbreak sets in motion socialization processes in the form of interaction with three different 
agents of change—personal (H4a), mass media (H4b), and social media (H4c). The results are 
significant for personal agents (H4a r = 0.23, p < 0.05) and mass media agent (H4b r = 0.16, 
p < 0.05), while the relationship between acute stress and social media is insignificant. Hence, H4a 
and H4b are supported; while, H4c is not supported.

Hypothesis 5 states that knowledge about COVID-19 leads to changes in consumer behaviors 
(H5a) and the onset of new ones (H5b). The data produced insignificant relationships between 
knowledge and changes in consumer behaviors and the onset of new behaviors. Hence, H5a and 
H5b are not supported.

Hypothesis 6 posits that chronic stress leads to changes in consumer behaviors (H6a) and the 
onset of new consumer behaviors (H6b). The results yield insignificant relationships, providing no 
support for H6a and H6b.

Hypothesis 7 suggests that the person’s interaction with socialization agents leads to changes in 
consumer behaviors and the onset of new ones—i.e., personal (H7a and H7b), mass media (H7c 
and H7d), and social media (H7e and H7f). These relationships can not be confirmed by our data. 
Therefore, these hypotheses are not supported.

Hypothesis 8 assumes that the effects of these socialization agents on consumer behaviors 
may also be indirect, helping the person gain knowledge about the virus from each type of 
these agents—personal (H8a), mass media (H8b), and social media (H8c). The results show 
insignificantly relationships of these variables to knowledge, providing no support for these 
hypotheses.
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Table 3. Results summary
Hypothesis Relationship Result
H1a The level of acute stress 

experienced is associated with the 
person’s experience of the 
outbreak directly leads to changes 
in consumption patterns.

Supported

H1b The level of acute stress 
experienced is associated with the 
person’s experience of the 
outbreak directly leads to the 
onset of new ones.

Not Supported

H2 The level of acute stress associated 
with one’s experience of the 
pandemic increases one’s 
knowledge about the virus.

Not Supported

H3 The level of acute stress associated 
with one’s experience of the 
pandemic increases one’s 
experience of chronic stress.

Supported

H4a The level of acute stress associated 
with one’s experience of the 
pandemic increases one’s 
interaction with personal sources 
of information about the 
pandemic.

Supported

H4b The level of acute stress associated 
with one’s experience of the 
pandemic increases one’s 
interaction with mass media 
sources of information about the 
pandemic.

Supported

H4c The level of acute stress associated 
with one’s experience of the 
pandemic increases one’s 
interaction with social media 
sources of information about the 
pandemic.

Not Supported

H5a Increase in knowledge about the 
virus leads to changes in consumer 
behaviors.

Not Supported

H5b Increase in knowledge about the 
virus leads to changes in the onset 
of new ones.

Not Supported

H6a Higher levels of chronic stress lead 
to changes in consumer behaviors.

Not Supported

H6b Higher levels of chronic stress lead 
to the onset of new ones.

Not Supported

H7a Greater reliance on personal 
sources leads to changes in 
consumer behaviors.

Not Supported

H7b Greater reliance on personal 
sources leads to the onset of new 
ones.

Not Supported

H7c Higher levels of mass media leads 
to changes in consumer behaviors.

Not Supported

H7d Higher levels of mass media leads 
to the onset of new ones.

Not Supported

H7e Higher levels of social media leads 
to changes in consumer behaviors.

Not Supported

(Continued)
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Hypothesis 9 posits that changes in, and the onset of, consumer behavior are expected to be 
positively related to age. The results show insignificant relationship of age changes in consumer 
behavior (H9a) and the onset of new ones (H9b). Therefore, H9a and H9b are not supported.

Hypothesis 10 states that the changes and onset in consumer behavior are expected to be 
related to duration. The result shows that duration is not significantly related to changes (H10a) 
and the onset of new ones (H10b). Hence, H10a and H10b are not supported.

Hypothesis 11 suggests that people in higher SES positions are more knowledgeable about the 
COVID-19 virus. The results reveal a significant difference of knowledge scores between higher and 
lower SES positions (t = −2.657, p < 0.05). Therefore, H11 is supported.

Hypothesis 12 predicts that women are experience higher levels chronic stress than men. The 
results support this hypothesis, showing that females have a significantly higher level of chronic 
stress than males (t = −2.237, p < 0.05).

Hypothesis Relationship Result
H7f Higher levels of social media leads 

to the onset of new ones.
Not Supported

H8a Increase in knowledge about the 
virus is positively related to 
frequency of interaction with 
personal sources.

Not Supported

H8b Increase in knowledge about the 
virus is positively related to 
frequency of interaction with mass 
media.

Not Supported

H8c Increase in knowledge about the 
virus is positively related to 
frequency of interaction with social 
media.

Not Supported

H9a Age is positively associated with 
changes in consumer behaviors.

Not Supported

H9b Age is positively associated with 
the onset of new consumer 
activities.

Not Supported

H10a The longer a person has been 
aware of the pandemic, the lower 
the likelihood of changes in 
existing consumer activities.

Not Supported

H10b The longer a person has been 
aware of the pandemic, the higher 
the likelihood of the onset of new 
consumer activities.

Not Supported

H11 Socioeconomic status is positively 
associated with knowledge about 
the virus.

Supported

H12 Women are more likely than men 
to experience chronic stress.

Supported

H13 Consumers living in larger families 
are less likely than those living in 
smaller families to experience 
acute stress associated with one’s 
experience of the pandemic.

Not Supported
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Finally, Hypothesis 13 posits that persons in larger families experience less acute stress than 
those in smaller families. This hypothesized relationship is not supported by the data. Hence H13 is 
not supported.

Table 3 shows summary of the hypotheses testing and relationship with six hypotheses show 
supporting results.

6. Discussion
The present study was designed to determine the effect of COVID-19 pandemic on the changes of 
consumer patterns in Thailand. Overall, the findings show that the COVID-19 pandemic, which 
viewed as a stressful life event, could directly lead to significant changes in Thai consumers’ 
behaviors, while the absence of indirect effects of the pandemic offer alternative explanations of 
the role of mediating variables.

Consistent with our hypotheses, the level of acute stress associated with consumers’ experience 
of the COVID-19 pandemic generates a significant direct impact on the changes of consumer’s 
consumption patterns, such as hoarding, use food delivery and purchase of insurance, but not the 
onset of new ones. The relationship between acute stress and the onset of preventive behaviors 
approached significance, suggesting the need for replicating the study using more than five types 
of behaviors. These findings lend support to previous studies, which suggest that stress can trigger 
changes in consumption behaviors as a means of coping (Moschis, 2007). Consistent with most 
results reported in recent literature (Brooks et al., 2020), this study finds that the level of acute 
stress also leads to the increase of other mental health problem, such as anxiety and chronic 
stress.

Moreover, the level of acute stress also leads consumers to interact more with socialization 
agents, which include personal, mass media and social media channels. However, the absence of 
links between these agents and consumer behaviors may provide alternative explanations for the 
emerged relationships between acute stress and interaction with socialization agents. According 
to recent COVID-19 research (e.g., Ellis et al., 2020; Mohammadi et al., 2020), social media use 
during lockdown is associated with mental health problems, such as depression and anxiety. In 
contrast, mass media are often characterized as educational media that inform the public about 
governmental policies and current world and national crises (Wong, 2004). They are perceived 
more trustworthy and formal. As a result, people who are stressed may be more likely to trust 
information obtained through mass media. In fact, Thai people were found to watch TV more 
often during the early phases of COVID-19 to gain the most up-to-date information (Boonrod,  
2020).

Social support has been found to be an effective defense mechanism to prevent mental health 
problems during crisis (Saltzman et al., 2020; Unal et al., 2022), likely because it increases psycholo-
gical well-being (Bilge & Bilge, 2020), which can allow people to remain psychologically stable to cope 
with stressful situations (Kurudirek et al., 2022). Our findings are in line with these studies, which 
found that stressful people seek more interpersonal communication during pandemics.

It is widely acknowledged that information plays a crucial role in disaster management activities 
(Chen et al., 2008;), given the information-intensive nature of these activities. Previous research 
suggests that during a disease outbreak or a disaster, people may reduce anxiety caused by 
uncertainty by seeking relevant information (Lachlan et al., 2009;). Therefore, our findings are no 
surprise that stressful consumers prefer to use socialization agents to gain information as a coping 
strategy to reduce stress, rather than engaging in consumption activities. Absence of a link 
between socialization agents and consumption activities also suggest that these sources of 
consumer information provide little guidance with respect to consumption norms appropriate for 
handling this pandemic. And it could also be due to misinformation or conflicting information 
present in these sources of consumer information. As Campbell and colleagues (Campbell et al.,  
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2020) observe, “Lack of information, misinformation, and conflicting information threatened con-
sumers’ ability to understand, plan, and cope with the health, economic, and social threats” (p. 1).

Contrary to our expectations, chronic stress does not drive any change in consumers’ consump-
tion patterns, a finding which suggests that consumers may employ coping strategies based on 
emotions rather than behaviors. Researchers have found that compared with acute stress, chronic 
stress has stronger association with depressive symptoms (McGonagle & Kessler, 1990), and it can 
lead to more psychological adjustment to restore balance (Avison & Turner, 1988; Mitchell et al.,  
1983). This explanation is consistent with the strategies people use to cope with stress. In 
a stressful situation, people either employ problem-focused coping or emotion-focused coping 
strategies to deal with the stress. Problem-focused coping involves trying to alter or eradicate the 
unpleasant condition by means of cognitive and behavioral response. Emotion-focused coping, on 
the other hand, requires trying to monitor emotional responses elicited by the situation (Folkman & 
Lazarus, 1980). Thus, it is reasonable to argue that when consumers experience chronic stress, 
they are more likely to reduce such stress by employing cognitive-driven emotion-focused coping 
rather than behavioral-driven problem-focused coping. Consequently, behavioral change is not 
likely to occur as a result of chronic stress.

Another unconfirmed relationship is the absence of a link between the level of acute stress 
associated with consumers’ experience of the pandemic and their knowledge about the virus. Our 
data do not suggest that a stressful consumer is likely to gain more knowledge about the virus that 
contributes to his or her stress. The results are somewhat incongruent with previous findings which 
suggested that individuals are more motivated to acquire relevant knowledge when they believe 
they are at risk (Ho, 2012).

Prior research suggests that in order to turn information into individual knowledge, consumers 
may need to apply “absorptive capacity” to further process it (Huang et al., 2017; Pan et al., 2020). 
Although our findings show that stressful consumers may have increased their interaction with 
socialization agents to gain more information, given the sheer volume of information available 
online in the early stage of the pandemic, it is likely that consumers were still lacking of absorptive 
capacity to process the newly acquired information (Huang et al., 2017; Pan et al., 2020). This may 
be especially true among our respondents who tend to be younger with a relatively lower educa-
tion level. Further exploratory analysis shows that knowledge is positively correlated with duration 
(r = .12, p < .041), which reveals that it takes time to develop new knowledge. Therefore, it is 
reasonable to conclude that at the early stage of the pandemic, stressful consumers are less likely 
to obtain adequate knowledge about the virus, and consequently, their limited knowledge does not 
lead to significant changes in their consumption behaviors.

Consistent with findings from previous studies (Ho, 2012; Zhong et al., 2020), our findings reveal 
that people in higher SES tend to be more knowledgeable about the COVID-19 pandemic. 
Compared with men, women tend to experience higher levels chronic stress due to a greater 
role overload (Thoits, 1995). However, contrary to our hypothesis, duration has no impact on the 
changes in existing consumer behaviors. As our study participants completed surveys within 
a short period and experienced the onset of the pandemic at about the same time (e.g., upon 
announcement of lockdowns), there was relatively low variance for this variable. Also, age had no 
effect on changes in consumer behaviors and the onset of new behaviors. It might be that, 
compared to younger consumers, due to age-related deficits older consumers use fewer coping 
strategies more frequently, rather than a greater number of strategies (Moschis, 2007b). Lastly, we 
found that people living in larger family size did not experience less acute stress than those in 
smaller families. The finding implies that the presence of other family members does not help 
reduce acute stress. As our expectation about the buffering effects of family applies to a single 
person experiencing stress (Thoits, 1995), this finding suggests that this effect may not apply when 
several family members collectively experience the same stressor.
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7. Conclusion
The results of this research have several theoretical and practical implications. This study serves as 
the first attempt to employ a life course perspective to explore the impact of the COVID-19 
pandemic on consumer behaviors during the initial phase of the outbreak. It offers a widely 
accepted conceptual framework in which future studies could be based and the findings of effects 
of other disasters could be interpreted. Furthermore, despite its exploratory nature, this study 
offers some insights into how consumers could change their consumption behaviors in the context 
of a pandemic such as COVID-19, adding knowledge regarding the effects of other disasters on 
consumer behaviors (DeWaard, 2016; Kennett-Hensel et al., 2012; Rakrachakarn & Kohlbacher,  
2020; Sneath et al., 2009).

7.1. Contributions to previous models
In the wake of the COVID-19, a special issue of the Journal of Consumer Research was devoted to 
articles that attempt to explain consumers’ responses to external threats, with its lead article 
focusing on the development of a framework for understanding consumers’ reactions to events 
that threaten consumer well-being (Campbell et al., 2020). The architects of this framework use 
the limited research on the COVID-19 pandemic as well as other relevant research to justify 
relationships in their model. In developing their framework, the authors appear to implicitly 
subscribe to the life course paradigm. In a nutshell, they suggest that life disruptions caused by 
events that threaten ontological security prompt consumer and market “adaptive” responses. 
While the categories of elements in the Campbell et al.’s framework of consumer responses to 
threats (CRTT) do not appear similar to those of the life course conceptual model (Figure 1), most 
of their framework’s assumptions and variables discussed have features present in the LCP, as 
exemplified in Figure 1. Therefore, perhaps the greatest contribution this research can make is in 
helping improved the Campbell et al.’s model in several ways, by casting their model into the 
widely-accepted LCP.

First, the CRTT conceptual model makes a distinction between actual threats and potential 
threats; the former refers the threats experienced, while the latter refers anticipated threats. The 
authors explain this difference with an example: “anticipating that unemployment rates will 
increase would be a potential threat, while losing one’s job would be an actual threat.” (p. 3). 
These two types of threats are similar to anticipated events and experienced events, respectively, 
in the life course model (Moschis, 2019 &, 2021). A second feature common to both models 
pertains to the relationships between threats and disruptions. According to the Campbell et al.’s 
CRTT model, threats (also referred them as “stressors”) can cause disruptions in consumers’ lives. 
These disruptions can occur at cognitive, affective, and behavioral levels; they can disrupt norms 
and beliefs that “come together in the everyday practices and routines that make up consumers’ 
lives” (p. 4). In life course research, any abrupt or gradual change experienced, environmental, 
behavioral, or mental, is seen as an event. “Events (T1) and outcomes (T2) may take the form of 
single choices or changes in thoughts and behaviors, both abrupt and gradual . . . and they may 
also be in the form of patterns of thoughts and actions” (Moschis, 2021). Further, threats and 
disruptions in beliefs, norms, and daily routines are viewed as interdependent events, because “the 
increased or decreased likelihood of the occurrence of one such an event (at T2) depends on the 
occurrence of another event (at T1)” (Moschis, 2019, p. 38).

Third, both models assume that changes in consumer behavior are the result of one’s effort to 
re-establish a disrupted psychological equilibrium. In the CRTT model, the disrupted equilibrium is 
ontological security, a term that refers to “the degree to which consumers feel their world, and role 
within it, is secure and predictable” (Campbell et al., 2020, p. 4.). Disruption of ontological security 
is associated with feelings of insecurity, uncertainty, and anxiety. In the life course model, the 
disrupted psychological equilibrium is the organism homeostatic state. Internal and external 
changes (i.e., events) of sufficient magnitude threaten the organism’s homeostatic equilibrium 
“because they create instability among inner forces, and stress is a signal that the organism is 
trying to reestablish stability and equilibrium” (Moschis, 2007, p. 431). Thus, the stress process is 
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viewed as a latent landscape of many aversive psychological feelings; and it subsumes those that 
characterize ontological insecurity.

Fourth, in both models the onset of new patterns of consumer behaviors and changes in the 
existing ones are viewed as outcomes of the person’s effort to adjust to changes experienced, 
using control theory as a backdrop; and they both acknowledge that some changes orchestrated 
by human agency can be conceived of in the context of the gain or loss component of prospect 
theory (Campbell et al., 2020; Moschis, 2019). Furthermore, in the CRTT model behaviors reflect 
efforts to adapt to threat-induced events, while the life course model assumes that consumer 
behaviors are shaped by three adaptation processes; they are the result of coping responses to 
stressors, socialization processes, and changes in human capital. Both models distinguish between 
adaptive responses of short duration that reflect coping and those of long duration in the form of 
habits. However, the LCP differentiates between responses that are initially effortful and reflect 
coping, and those that are initially viewed as coping responses but over time evolve into perma-
nent consumer habits that occur in the absence of stress, emphasizing the mechanisms of change 
(Moschis, 2007b).

Although Campbell and associates do not explicitly focus on other adaptation processes, they 
suggest that consumer responses to threatening events, such as COVID-19 outbreak, can be in the 
form of cognitive responses that entail increase in human capital (e.g., acquiring and evaluating 
new information) and may lead to changes in consumer behavior. The role of socialization 
processes as mechanisms are highlighted in other studies of the pandemic. A recent study by 
Pennycook et al. (2020) shows that people turn to social media in response to the pandemic, and 
how the effects of social media as socialization agents can shape a person’s views on COVID-19 
that can subsequently affect their consumer behavior in the forms of using ineffective remedies, 
over-reacting or under-reacting to this threatening event. The powerful effects of media, especially 
the role of public service advertisements, on people’s perception of the severity of COVID-19 are 
also present in Kim et al.’s (2020) research. Thus, people may change their consumption habits and 
develop new ones (e.g., using disinfectants, stockpiling, online banking, videoconferencing), as they 
attempt to adjust to new life conditions and conform to new norms.

Fifth, both models acknowledge the importance of studying consumers over the course of their 
lives in order to understand their behavior at any given point in time. Although this view is the 
cornerstone of the LCP, it is also implicit in the CRTT model. Campbell and colleagues cite research 
to support their view on the development of behavioral patterns, explaining how “some consumers 
whose norms, beliefs, routines, and practices were disrupted by the worst and longest drought in 
Australian history developed trajectories of new practices to reassert ontological security and that 
some of these continued even after the threat eased” (p. 6). They acknowledge the importance of 
studying the effects of childhood on adult consumer behavior, and the need for longitudinal 
research for studying today’s younger generation in terms of their future consumer behavior.

Sixth, several of the contextual effects shown in the life course conceptual model (Figure 1) are 
explicitly or implicitly assumed to be present in the CRTT model, including the reciprocal relation-
ships between consumer responses and market responses (i.e., structural factors in the life course 
model). Additional structural factors viewed as moderating variables in the life course model (e.g., 
SES, cultural, institutional) are also present and serve as moderators in the CRTT model. Further, 
according to the paradigmatic principles of the LCP, duration at a given state has developmental 
implications, with longer durations promoting development and stability. This view is also shared 
by the developers of the CRTT model who state that “ . . . the length of time that consumers 
engaged in threat-induced behavior is likely to affect the extent to which it becomes a habit” 
(p. 12). The effects of agency-related variables (e.g., psychological) on consumers’ responses to 
events and adaptation processes in the life course model are also recognized in the CRTT model, 
where these factors “influence the effects of threat-induced ontological security on how consu-
mers respond” (p. 8). Finally, the paradigmatic axiom of the agency’s role in the construction of 
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one’s life course, is implied in Campbell and colleagues’ (Campbell et al., 2020) explanation of how 
new choices people make due to the COVID-19 pandemic shape new routines in family life, work, 
leisure, and consumption; and the paradigmatic axiom regarding a person’s continuous develop-
ment throughout life is also assumed to be relevant in the CRTT model where anxiety and 
instability “can also spark innovative and creative responses” (p. 6).

To summarize, views on how the COVID-19 pandemic and other forms of disasters can affect 
consumers are consistent with the main assumptions of the LCP. They can be integrated within the life 
course model that provides a multi-theoretical research framework for examining the efficacy of vari-
ables that underscore these views, as well as the effects of additional variables suggested by the LCP.

7.2. Managerial implications
There are a number of implications for marketers arising from the findings of the study, including 
the notion that consumers can change their consumption patterns in order to cope with stressful 
experiences. Our findings suggest that because consumers are likely to change their established 
consumption habits due to their experience of a significant life event, they may be more receptive 
to information, products and services that lead to the establishment of new consumption habits. 
Consumers’ need for changes provide opportunities for marketers to satisfy the newly formed 
consumer needs and adjust their current marketing strategies to suit new consumption norms 
during and after the threatening event. Furthermore, the finding which suggests that a threatening 
event such as a pandemic may lead to consumers’ reliance of information sources also has 
implications for policy makers. It suggests that policy makers should provide more consumption- 
related information through various channels to inform consumers and reduce fears and engage-
ment in unnecessary panic buying. Finally, the findings of this study show that the level of acute 
stress associated with consumers’ experience of threatening events, such as the COVID-19 pan-
demic, can lead to long-term negative psychological consequences. Therefore, policy makers 
should respond by providing adequate support and intervention programs to improve public well- 
being and mental health. In addition, despite efforts to counter COVID-19, governmental inter-
ventions have so far failed to address the negative impacts of overuse of social media. Adding it to 
the list of governmental measures may reduce the spread of the virus more effectively 
(Brailovskaia et al., 2021).

7.3. Limitations and future research
The generalizability of this study’s findings and its implications should be viewed in the light of two 
major limitations. First, the scope of this study is limited in that it focuses on the impact of COVID- 
19 pandemic in its early stage in Thailand. Future studies in other countries using multiple time 
points may provide a higher level of external validity of the effects of the pandemic. Secondly, the 
respondents in this study tend to be single, relatively young, with relatively lower income and 
educational levels. Further research is required using samples with a wider range of demographic 
characteristics.
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Appendix
Measures of acute stress

Measures of knowledge on COVID-19

M SD
1 Fever, fatigue, dry cough, and 
shortness of breath are common 
symptoms of COVID-19

0.90 0.30

2 Unlike the common cold, stuffy 
or runny nose and sneezing are 
less common in persons infected 
with the COVID-19

0.51 0.50

3 Currently, there is no effective 
cure for every person with COVID- 
19.

0.37 0.48

4 Only those who are elderly, have 
chronic illnesses, and are obese 
can develop severe symptoms of 
this disease

0.39 0.49

5 Eating or contacting wild animals 
would result in the infection by the 
COVID-19 virus.

0.32 0.47

6 As many as half of those who 
have COVID-19 are not aware that 
they are infected.

0.86 0.35

(Continued)

M SD
1 I constantly think about 
Coronavirus (COVID-19) during 
the day.

2.53 .878

2 I worry that I or my loved ones 
might get infected by the virus.

2.85 .890

3 I am nervous when someone 
I don’t know is very close to me.

3.02 .844

4 I sometimes check myself to 
make sure I don’t have the 
symptoms of Coronavirus (COVID- 
19) infection.

3.16 .764

5 Thinking about Coronavirus 
(COVID-19) keeps me from getting 
things done during the day.

2.21 .987

6 I find it hard to relax after I hear 
news about Coronavirus (COVID- 
19).

2.21 .910
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Measures of changes and onset in consumer behavior

(Continued) 

M SD
7 The COVID-19 can spread via 
respiratory droplets that can be on 
any person, surface or object you 
touch

0.94 0.24

8 The COVID-19 can spread via 
respiratory droplets that are in the 
air when people talk

0.91 0.29

9 The COVID-19 can be 
transmitted when a person comes 
in physical contact with another 
person

0.71 0.46

10 The most common way of 
getting COVID-19 is by touching 
your face

0.56 0.50

M SD
1 Shop groceries online 0.38 0.49

2 Shop groceries at store 0.19 0.40

3 Buy larger quantities of products 
in a fewer trip to store

0.50 0.50

4 Use food delivery service 0.37 0.48

5 Exercise at home 0.39 0.49

6 Watch TV at home 0.31 0.47

7 Use social media to connect with 
friends (Facebook, Instagram, etc.)

0.23 0.42

8 Engage in charity activities 0.20 0.40

9 Buy insurance that covers 
Coronavirus (COVID-19)

0.36 0.48

10 Take online course to learn new 
skill or update knowledge

0.42 0.49

11 Cook at home 0.47 0.50

12 Take on new hobbies or 
recreational activities at home

0.54 0.50

13 Drink alcoholic beverage at 
home

0.14 0.35

14 Buy pet products or services 0.12 0.33

15 Save money 0.51 0.50

16 Wear a mask when you go out 0.71 0.46

17 Use alcohol gel to clean your 
hands

0.73 0.45

18 Wash your hands 0.62 0.49

19 Avoid touching your face 0.54 0.50

20 Clean and disinfect your home 0.56 0.50

Note: Activities 16 through 20 are used for the index of new consumer behaviors. 

Suttharattanagul et al., Cogent Business & Management (2022), 9: 2151193                                                                                                                     
https://doi.org/10.1080/23311975.2022.2151193

Page 24 of 25



© 2022 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license. 
You are free to:  
Share — copy and redistribute the material in any medium or format.  
Adapt — remix, transform, and build upon the material for any purpose, even commercially.  
The licensor cannot revoke these freedoms as long as you follow the license terms.  

Under the following terms:  
Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.  
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.  
No additional restrictions  

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.  
Publishing with Cogent OA ensures:  
• Immediate, universal access to your article on publication  
• High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online  
• Download and citation statistics for your article  
• Rapid online publication  
• Input from, and dialog with, expert editors and editorial boards  
• Retention of full copyright of your article  
• Guaranteed legacy preservation of your article  
• Discounts and waivers for authors in developing regions  
Submit your manuscript to a Cogent OA journal at www.CogentOA.com   

Suttharattanagul et al., Cogent Business & Management (2022), 9: 2151193                                                                                                                     
https://doi.org/10.1080/23311975.2022.2151193                                                                                                                                                       

Page 25 of 25


	1.  Introduction
	2.  Background
	2.1.  The life course paradigm
	2.2.  COVID-19 research in life-course context
	2.2.1.  Conceptual model development
	2.2.2.  Model variables


	3.  Hypotheses
	3.1.  Effects of COVID-19
	3.2.  Effects of adaptation processes
	3.2.1.  H6: Higher levels of chronic stress lead to (a) changes in consumer behaviors and (b) the onset of new ones

	3.3.  Effects of contextual variables

	4.  Methodology
	4.1.  Sample
	4.2.  Measures

	5.  Results
	6.  Discussion
	7.  Conclusion
	7.1.  Contributions to previous models
	7.2.  Managerial implications
	7.3.  Limitations and future research

	Funding
	Author details
	Disclosure statement
	References
	Appendix

